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The banking field has experienced some profound changes in recent years, as 
innovation in technology and the inexorable forces driving globalization continue to 
create opportunities for growth in terms of customer numbers. For Kenyans to 
effectively access financial services, several banks have implemented M-banking 
technology. Since Mobile-banking is an innovation that provides the potential of 
increasing efficiency of formal financial services access, it is important to establish 
through research, the factors affecting its adoption by bank customers. This study 
sought to identify the factors influencing adoption of Mobile banking in Kenya with 
a focus on Equity Bank, Kitengela Branch. It specifically focuses on usefulness, ease 
of use, cost and risk. The study used descriptive research design. The target 
population was made up customers of Equity Bank, Kitengela Branch. Convenience 
sampling was used to select 80 customers who were the respondents in the study. 
The instruments for data collection were questionnaires. The questionnaires which 
were both structured and semi structured were used to collect data in the study. Data 
collected was analyzed using Microsoft Excel and presented using tables, graphs and 
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OPERATIONAL DEFINITION OF TERMS 
Mobile banking (M-Banking): Refers to the access of banking services and facilities 
using electronic mobile devices such as mobile phones and 
PDAs (Porteous, 2006). 
Information Communication Technology : Refers to the combination of hardware     
                                     and software products and services that people use to manage,                                                                          
                                     access, communicate, and share information.    
 Usefulness:  Refers to the perceived uses that motivates customers to adopt 
the use of mobile banking being attracted by its convenience 
that is influenced by evolved technology. (Porteous, 2007). 
Ease of Use:  Refers to the degree to which a person believes that using a 
particular system would be free from error. 
Cost:  Cost in this this study is defined as the extent to which a person 
believes that using mobile banking will cost money. (Luarn & 
Lin 2005). 
Risk:  Risk in this study is defined as a potential loss due to fraud or a 
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The main focus of this section of the study will be on its background, problem 
statement, the main objectives that should be met, questions used in research, 
significance of the study, justification and also the scope of the study. 
1.1 Background Information 
Over the years, the mobile banking sector has had notable positivity in terms of 
growth. There has been a continual expansion that is seen in subscriptions and 
development of products that are new and more innovative. Such products have the 
aim of ensuring that service delivery is improved therefore increasing customer value 
(CCK, 2012). The Communications Commission of Kenya (CCK) through the 
implementation of “The Kenya Communication Act” has secured an environment 
that foresees various changes and reformation in the telecommunication sector. With 
this, mobile telephony has therefore undergone notable growth thus providing mobile 
banking, (M-banking) with a chance to grow and to be successful. Moreover, the 
Kenyan government‟s policy is to promote and support innovation (Kimenyi and 
Ndung‟u, 2009). 
Technology is being used by businesses today to enhance growth and 
competitiveness (Anyasi and Otubu, 2009).newer and more innovative products are 
being developed by organizations so that the existing customers can be maintained and 
new markets can be attracted. the newest innovation in the banking sector ought to be 
mobile banking. M-banking has changed the way banks perform their operations, 
this has led to the introduction of new products and services that are aimed at 
lowering transaction costs and reaching a larger number of customers (Mari, 2003; 
Anyasi and Otubu, 2009; Ayo, Adewoye and Oni, 2010). Mobile banking creates 
a more efficient method of making payments and also makes it possible for people 
who do not have formal financial service to access it. At the same time, it could 
make banking more convenient and cheaper to those who already have bank 
accounts (Porteous, 2006). It is clear that M-banking technology will make Kenya 
realize its vision of ensuring high levels of savings to finance investment needs 
(Kenya‟s Vision 2030). 
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Mobile-banking, in context, is said to be the delivery of banking services through 
the use of mobile communication devices. For example, customers can use mobile 
phones or personal digital assistants (PDAs) to withdraw money from their bank 
accounts, check account balances, make payments, mobile phone top up and money 
transfers (Mari, 2003; Porteous, 2006; Porteous, 2007; Anyasi and Otubu, 2009; 
Maimbo, Strychacz, and Saranga, 2010; Aker  and Mbiti, 2010; Saleem and 
Rashid, 2011; Porteous and Neville, 2006; Cheah, Teo, Sim, Oon and Tan, 2011). 
Due to the existence of many “unbanked” that is, individuals who choose to operate  
in cash because they do not hold formal bank accounts, many people have therefore 
resulted to the use of M-banking for financial service delivery. This limits their 
ability to take out loans, maintain savings, or make remote payments, and these 
constraints can inhibit their economic opportunities (Medhi, Ratan and Toyama, 
2009; Donner, 2007). Mobile banking has effectively managed to reach millions  of 
people who do not hold formal bank accounts particularly those who reside in rural 
areas and who have little investment. M-banking Research has shown that access to 
financial services, and indeed overall financial development, is crucial to 
economic growth and poverty reduction (Kimenyi and Ndung‟u,  2009).  A 
broad range  of financial services  including  credit,  savings,  investment, money 
transfers and insurance can make a difference for the poor (FSD Kenya Annual 
Report, 2009) Porteous (2006) notes that mobile payments (M-payments) is part 
of M-banking technology. Mobile payments refer to the financial transactions that 
are made possible through the use of devices such as the mobile phones and PDAs. 
Payments of various products and services such as electricity bills have been made 
possible by many organizations implementing the use of M-payments. This thus 
reduces the amount of time that customers may take to physically pay for such 
services. The main aim of this system is the reduction of transaction cost and the 
increase in speed and reliability of the same. Pankki, Jyrkonen, and Paunonen 
(2003) also argued that, with the implementation of electronic channels in the retail 
payments area, the use of paper-based payment instruments will decrease further in 
the future. 
Spence and Smith (2010), explains that the population of people worldwide that does 
not use banks accounts for about 90% with the same and a greater number using 
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mobile phones. Because of this situation, bank managers as well as policy makers 
have the obligation of developing understanding of customers in the acceptance of M-
banking. This will enable banks develop suitable products that will meet the needs of 
the customer. Innovative products and services should be market-driven and 
customer-centric so as to achieve success (Mari, 2003). 
Despite the fact that many banks in Kenya have managed to implement the M-banking 
technology, there is a gap in research to explain the factors that drive customers to opt 
for mobile banking.  This study aimed in reducing this gap by identifying some of the 
factors that lead to the choice of mobile banking as an alternative of the normal 
banking in Kenya through the extension of Technology Acceptance Model (TAM) 
(Porteous, 2006) 
1.1.1 M-Banking in Kenya 
Internet service has a great significance as tool in accessing information and the 
enhancement of communication. According to the Communication Commission of 
Kenya, about 44.12% of Kenyans have the capability of having internet access with a 
vast majority using mobile phones to acquire the service. For the past decade, there 
have been dramatic changes in the financial sector in Kenya. These changes have 
been influenced by various factors including development of the economy, policy 
reformation, and increase in competition in technology. Amendments made in the 
banking act in the 2009 bill made it possible for small businesses to be mobile money 
agents with reduced transaction costs and a huge expansion in geographical reach, 
access to financial services could increase enormously (FSD Annual Report 2009). 
Studies indicates that M-pesa is addressing a major need in Kenya for safe, quick, 
low-cost and accessible money transfer services (FSD Annual Report, 2008; Mas 
and Radcliffe, 2011). In 2008, M-pesa lii4nked up with the independent ATM 
network, PesaPoint, allowing customers to withdraw money from their M-pesa 
accounts at 110 ATMs across the country (FSD Annual Report, 2009). The 
formal banking system has linked up with M-pesa with many large retail banks 
allowing transactions via M-pesa to bank accounts. Taking an example of the second 
quarter of the year 2010, there was a launch of a new product, M-kesho, which was a 
collaboration between Safaricom company and Equity bank this product is an 
account held by Equity Bank which can be accessed through M-pesa. Equity bank 
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has also launched another product with Orange (Telkom Kenya), which provides a 
direct link to an Equity bank account and allows transfer across all mobile networks 
(FSD Annual Report, 2010; Mas and Radcliffe, 2011). 
According to Communications Commission of Kenya reports, By September 2010, 
M-pesa had 9 million registered customers (60% of Safaricom‟s customer base, 23% 
of the population, and 40% of Kenyan adults). Equity Bank, Family Bank, Kenya 
Commercial Bank (KCB), Musoni and the Kenya Women‟s Finance Trust (KWFT) 
now offer M-pesa service as a mechanism for customers to either repay loans or 
withdraw funds. Orange (Telkom Kenya), Yu (Essar Telcom) and Airtel (Bharti 
Airtel) have all introduced mobile money services. By the start of the year 2011 it 
was seen that as many as 90 formal financial institutions had managed to merge their 
financial services with M-pesa. In the years ahead, there is a prediction that market 
players might continue using mobile money providing services such as solutions for 
money savings. M-pesa was developed by Vodafone and Safaricom Company. The 
main aim of its development was to provide money services to participants without 
the need of a bank branch at a reduced price thus targeting low income earners. 
However, through the pilot testing stage, the initial Mobile Micro- Finance 
model was adjusted to become a person-to-person money transfer service 
(Mobile Ventures Kenya, 2012). As it is clearly seen, mobile money transfer has 
proved a steady growth and the growth is expected to continue as mobile money 
transfer has proved to be accessible and affordable. (CCK, 2012) 
1.2 Statement of the Problem 
In any country in the world, a financial system is very important in its economic 
development. In Kenya, Vision 2030, which is the country‟s long term plan to achieve 
national transformation, identifies financial system as one of the six priority sectors 
under the economic pillar. With the drastic changes in the banking industry in the 
recent decade, technological innovation has continued to create opportunities for 
growth in terms of customer numbers. To improve the accessibility of financial 
services to citizens, many banks are now using the M-banking technology. It is 
therefore important to find out the reason behind many banks adopting the M-banking 






1.3 Objectives of the Study 
1.3.1 The General Objective 
The main objective of this study is to identify the factors influencing adoption 
of Mobile banking in Kenya with a focus on Equity Bank, Kitengela Branch. 
1.3.2 Specific objectives 
i. To evaluate how usefulness influences adoption of Mobile banking at Equity 
Bank, Kitengela Branch. 
ii. To determine how ease of use influences adoption of Mobile banking at 
Equity Bank, Kitengela Branch. 
iii. To identify how cost influences adoption of Mobile banking at Equity Bank, 
Kitengela Branch. 
iv. To establish how risk influences adoption of Mobile banking at Equity Bank, 
Kitengela Branch. 
1.4 Research questions 
i. How does usefulness influence adoption of Mobile banking at Equity Bank, 
Kitengela Branch? 
ii. To what extent does ease of use influence adoption of Mobile banking at 
Equity Bank, Kitengela Branch? 
iii. How does cost influence adoption of Mobile banking at Equity Bank, 
Kitengela Branch? 
iv. How does risk influence adoption of Mobile banking at Equity Bank, 
Kitengela Branch? 
1.5 Significance of Study 
The primary purpose of this study is to investigate factors likely to influence the 
adoption of mobile banking in Kenya with a special focus on Equity Bank, Kitengela 
Branch. The research contributes to the financial services sector, in that it brings an 
understanding of consumer behaviour with regards to the adoption of mobile 
banking services. It also contributes to active academic research and adds to the 
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understanding of technology adoption, economic developments and mobile banking 
services in Kenya. 
The banking sector in Kenya will have a great benefit from the findings of this study 
as it will provide banks and other financial agents with the necessary information 
that will aid improvement and implementation in the M-banking technology. This 
includes the development of business models awareness programs and marketing 
strategies that match the suitability of the users. suitability will also be a factor in 
policy makers as they will be able to craft appropriate policies that create a chance of 
improvement in the accessibility of financial service through M-banking. 
From the findings of this study, scholars who are interested in this field can be 
provided with a base of reference thus enabling them to identify certain gaps that 
require research. 
1.6 Scope of the Study 
This research sought to study the factors affecting adoption of M-banking 
technology in Kenya. The study focused on Equity bank, Kitengela branch. The 
study was based on technology acceptance model (TAM) (Davis, 1989) as a research 
model. The research aimed to study the relevance of, perceived usefulness (PU), 




This section has looked at the background of the factors affecting mobile banking 
adoption and usage in Equity bank, Kenya. The chapter was divided into sections and 
gives a detailed background of the study topic, the problem statement in the context of 
other studies, outlines the research questions and provides the significance of the 
study. Chapter two will present an overview of the literature reviewed according to 






This section presents the discussions of other scholars on the area under study. The 
purpose of this review is to bring on board theories of performance related to the 
subject under study. This is to help the researcher in the process of expanding 
knowledge beyond what is already available. It further aims at helping the researcher 
in understanding how the subject of performance has been approached before by other 
researchers. This chapter focuses on theoretical literature and analytical/critical 
review on the factors influencing the adoption of mobile banking in Kenya. It also 
shows summary and the research gaps to be filled by the study as well as outlining the 
Conceptual framework of the study. 
2.1 Theoretical Literature Review 
Theoretical Literature Review reveals gaps in the theories, and determines whether 
the existing theories applicable to the problem under study are inconsistent with each 
other, or whether the findings of the different studies do not follow a pattern 
consistent with the theoretical expectations. (Johnson Mwenjera, 2017). The 
following theories gives perspectives of the factors affecting mobile banking adoption 
and usage. They include Technology Acceptance Theory (TAT); and Unified Theory 
of Acceptance and use of Technology (UTAUT)  
2.1.1 Technology Acceptance Theory (TAT)  
Technology Acceptance Theory (TAT) suggests that perceived usefulness (PU) and 
perceived ease of use (PEOU) are the two most important factors in explaining 
individual user‟s adoption intentions and actual stage according to Davis (1989). He 
further defines PU as the degree to which a person believes that using a particular 
system would enhance his or her job performance whereas PEOU, refers to the degree 
to which a person believes that using a particular system would be free of effort. 
“TAT has been extensively tested and validated and is a widely accepted theory, 
which can be modified or extended using other theories or constructs” (Masinge, 
2010).  
Masinge, (2010) in his study on the factors influencing the adoption of mobile 
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banking services at the bottom of the pyramid (BOP) in South Africa, and added 
perceived cost, trust and perceived risk constructs to TAT. In this reaserch we see that 
the five facets of perceived risk included the risk of performance, financial risk, 
security risk, social risk and convenience risk. The findings of this study was that PU, 
PEOU, perceived cost and customers‟ trust affected the adaptation of use of mobile 
banking at BOP, whereas PR had no effect on the same. According to Lee (2009), 
performance risk refers to loss incurred by malfunctioning of mobile banking servers. 
Security risk is termed as the probability of a mobile banking user to experience loss 
as a result of fraud. Time risks has to do with incontinences caused due to delay of 
receiving payments or difficulty that can be experienced during navigation. Social 
risks has to do with the possibility of a user experiencing denial by friends and family 
because of using mobile banking. Financial risks has to do with the probability of a 
user experiencing monetary loss due to transaction error or bank account 
misuse.According to Cheah, Teo, et al, (2011) in his emperical analysis on factors 
affecting Malaysian Mobile banking adoption, factors such as PU, PEOU, relative 
advantage (RA) and personal innovativeness (PI) were found to be positively related 
with the intention to adopt mobile banking services. However, there was some 
insignificance found in social norms SN whereas some negativity was associated with 
perceived risks PR. By the help of this theory, the researcher will be able to find out 
whether or not PU, PEOU, and PR have an effect of M-banking preventing it from 
progressing fast.  
2.1.2 Unified Theory of Acceptance and use of Technology (UTAUT)  
Unified Theory of Acceptance and use of Technology (UTAUT) is a unified model 
that was developed by Vankatesh et al (2003) based on social cognitive theory with a 
combination of eight prominent information technology (IT) acceptance research 
models. The authors examined the predictive validity of eight models in determining 
the behavioural intention and usage to allow fair comparison of the models. The eight 
models are; The Theory of reasoned action (TRA), The theory of Planned behavior 
(TPB), The technology acceptance model (TAM), The motivational Model (MM), A 
model combining the technology acceptance model and the theory of planned 
behavior (C-TAM-TPB), The model of PC Utilization (MPCU), The innovation 
diffusion theory (ID) and Socio Cognitive Theory (SCT). The UTAUT model uses 
four core determinants of usage and intention (performance expectancy, effort 
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expectancy, social influence, and facilitating conditions) alongside with four 
moderators (gender, age, experience and voluntariness of use) of key relationships. 
An investigation carried out by AlAwadhi and Morris (2008) on the adoption of e-
government services using UTAUT on 880 students revealed that performance 
expectancy, effort expectancy and peer influence determine students‟ behavioural 
intention. Similarly facilitating conditions and behavioural intentions determine 
students‟ use of egovernment services. Also, Biemans, Swaak, Hettinga & Schuurman 
(2005) used the UTAUT model to examine nurses behavioural intentions towards the 
use of Medical Teleconferencing Application, the study revealed that performance 
expectancy and effort expectation are high predictors of behavioural intention but 
social influence prediction power is low. In a cross cultural study of IT adoption, 
Oshlyansky,Cairns and Thimbleby (2007) found that performance expectancy, effort 
expectancy and social influence predicts use intention. Furthermore, Šumak, Polančič 
and Heričko (2010) found that social influence have a significant impact on students 
behavioural intention to use moodle and students‟ behavioural intentions is a powerful 
predictor of the use of the e-learning system.  
Another investigation carried by Cheng, Liu, Song and Qian (2008) on the validity of 
UTAUT using 313 intended users of Internet banking in China, revealed that 
performance expectancy and social influence are strong predictors of behavioural 
intention. In a similar study, Cheng, Liu, and Qian (2008) found performance 
expectancy and social influence of the UTAUT constructs as predictors of users 
behavioural intention towards internet banking. In addition, an empirical study by 
Fang, Li, and Liu (2008) suggests that performance expectancy, effort expectancy and 
social influence significantly predicts managers intention to engage in knowledge 
sharing using web2.0. Maldonado, Khan, Moon and Rho (2009) examined the 
acceptance of an elearning technology in secondary school in Peru, 240 Students took 
part in the survey. From this research it can be driven out that behavioural intention 
can be influenced by social influence. Maldonaldo, in a similar study found out that 
the use of behavior is significantly predicted by behavioural intention. Carlsson, 
Carlsson and Hyvönen (2006) examined the acceptance of mobile telephone and 
found that performance expectancy, effort expectancy and social influence are 
predictors of behavioural intention.  With this theory, the researcher will be able to 
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find out the reason why there is a slow rate in the adaptation of M-banking in Kenya. 
 
2.2 Empirical Literature Review 
Empirical literature review research is based on observed and measured phenomena 
and derives knowledge from actual experience or experiments rather than from theory 
or belief (Laverne, 2018). Empirical evidence in this study shows that there are 
several factors Affecting Individuals to Adopt M Banking in Kenya and beyond. 
A study carried out in 2003 by Mari on adoption of M banking in Finland focused on 
consumer behaviour patterns. The study conducted a survey of 2000 customers of 
banks located in Finland. The data in the empirical study were collected by means of a 
questionnaire mailed to banking customers (1253 responses received). Findings 
obtained from this research concluded that the usage of M-banking is impacted by 
certain attributes which include; relative advantage, compatibility, communication 
and tradability. There was no support in the research about complexity and the risk of 
using mobile banking as there was no proof that they were barriers to adoption. The 
result of the study also showed that some demographic aspects related to the 
consumer significantly affected adoption..The attitude then leads to behavioral 
intention to adopt M banking (Lin, 2012). 
Another study was conducted in 2012 by Dr. Shamsher Singh that sampled 200 
individuals who had banks that were located in Delhi. Analysis of Variance 
(ANOVA) and Factor Analysis were put in use a method of finding out mmore about 
mobile banking services. The findings on factors that affect the adoption of mobile 
banking were as follows: “Security/Privacy, Reliability, Efficiency, and 
Responsiveness”.  Also the results based on the Analysis of Variance (ANOVA), 
found that the demographic factors can have significant impact on the customer 
perception on the adoption of m banking (Shamsher, 2012). 
In 2007 Porteous did a study commissioned by both Fin Mark Trust and Department 
for International Development (DFID). The study was about the factors that influence 
a population of 300 individuals in Washington DC on the adaptation of mobile 
banking services. On that research, it was discovered that many people were 
unbanked because of economic reasons. This included the type of work that the 
11 
  
individuals did and how they perceived formal employment. It was found that the 
younger generation saw no essence of having a bank account.  It was also discovered 
that those individuals who have a high income and use mobile banking mostly live in 
urban areas and have formal employments. Porteous suggests an argument that those 
people who choose to use mobile banking do so because of its functionality ignoring 
the chances of occurrences of risks. Despite these high levels of ignorance about M 
banking, banked people still have strong disapproving attitude, with around one in 
five people doubting its trustworthiness (Porteoust, 2007)  
Cheah, Teo, et al, (2011) also conducted an empirical analysis on factors affecting 
Malaysian Mobile banking adoption to have insight about mobile banking services in 
various banks in Malaysia, factor analysis was used. In the study, factors such as PU, 
PEOU, relative advantage (RA) and personal innovativeness (PI) had a positive 
correlation the adoption of mobile banking by customers. Insignificance of social 
norms noted as it did not affect adoption perceived risk (PR) had a negation 
association with the adption of mobile banking. 
 in South Africa, in areas served by WIZZIT, a Consultative Group to Assist the Poor 
(CGAP) involved 515 individuals in a study that was carried out in 2006. The data 
collection in that study was through questionnaires which were emailed to 
participants. The findings of the study implied that individuals who used WIZZIT 
mobile banking were found to have a higher income in a formal employment and they 
were more educated. It was also found that those who adopted the service earlier were 
found to have banking requirements that were more sophisticated. It was also 
estimated that many South Africans who fall below the poverty line now have mobile 
banking accounts. (Ivatury &M as, 2008).  
A study was conducted by Masinge, (2010) on the factors influencing the adoption of 
mobile banking services at the bottom of the pyramid (BOP) in South Africa. With 
questionnaires being the method of data collection and Analysis of Variancw 
(ANOVA) being put to use in order to inquire more about mobile banking in South 
Africa, focusing at the bottom of the pyramid, it was discovered that PU, PEOU, 
perceived cost and the trust of the customer were factors that determined the adoption 
of mobile banking. However, perceived risk had no effect on the same. 
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Aker and Mbithi (2010) conducted a study to examine the evolution of mobile phone 
coverage and adoption in Sub Saharan Africa over the past decade.  Questionnaires 
were given a priority in the method of data collection. Findings yielded in the study 
showed those people who adopted the use of mobile banking earlier were found to be 
young wealthy individuals living in urban areas who had a higher level of education. 
This was due to the high cost of mobile phones at that time. This however saw a flip 
by the year 2009 when mobile phones became more affordable to everybody. In the 
study, characteristics shown by M-pesa users were individuals who lived in urban 
areas and were educated with a high income. Majority of M-pesa transactions 
happened in urban areas. 
FSD Kenya, in the year 2012 conducted a survey “Search for Inclusion in Kenya‟s 
Financial Landscape” the study used questionnaire on 800 participants to help in 
achieving a conclusion of the study. In the survey, it was discovered that the gender of 
an individual and his/ her level of education influenced their accessibility to financial 
services, with men seen to most likely have M-pesa and bank accounts than women. 
The lesser educated a person is the lower their chance of having a bank account. Bank 
accessibility also counted with the chance of a person having and using a bank 
account reducing the further he/ she lives from the bank. By contrast people living 
further away from an M pesa agent were more likely to have a registration so as to be 
able to receive transfers, but greater proximity did not appear to be associated with 
more frequent use, (Johnson et al., 2012). 
2.2.1 Usefulness  
Globally, Mobile Financial Services (MFS) envelops a wide scope of money related 
exercises that customers take part in or get to utilize their cell phones. MFS can be 
separated into two unmistakable classes: portable managing an account (m-saving 
money) and mobile banking (m-banking) (Boyd and Jacob, 2011). Mobile banking is 
characterized as "a channel whereby the client collaborates with a bank by means of a 
cell phone, for example, a cell phone or individual advanced right hand (PDA)" 
(Barnes and Corbitt, 2013). Portable managing an account can likewise be considered 
as the joining of mobile innovation and monetary administrations (Chung &Kwon, 
2009). M-banking is a subset of saving m0ney as it permits everyb0dy simple access 
to their managing an acc0unt exercises by means of mobile handsets (Yu &Fang, 
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2009).   
As the world experiences rapid change of portable innovations and gadgets, mobile 
banking has been considered as a notable framework due to such characteristics of 
mobile advances as universality, comfort and intuitiveness. Mobile installments then 
again are characterized as the utilization of a cell phone to lead an installment 
exchange in which cash or subsidizes are exchanged from a payer to a collector by 
means of a middle person, or specifically without a delegate (Niina Mallat, 2011). 
Cell phones can be utilized as a part of an assortment of installment situations, for 
example, installment for advanced substance (e.g., ring tones, news, music, or 
amusements), tickets, stopping expenses and transport admissions, or to get to 
electronic installment administrations to pay bills and solicitations. Installments for 
physical merchandise are additionally conceivable, both at distributing and ticketing 
machines, and at kept an eye on purpose of offer (POS) terminals (Mallat et al., 
2008).   
Recommendations were given by Clark (2008) that as a channel the cell phone can 
increase the quantity of channels accessible to customers, accordingly giving buyers 
all the more ease self-benefit choices by which to get to assets, managing an account 
data and make installments. Mobile as a channel conveys accommodation, 
promptness, and decision to buyers. In any case, there are an expansive number of 
various cell phone gadgets and it is a major test for banks to offer Mobile saving 
money arrangement on a gadget. Some of these gadgets bolster Java2Micro Edition 
(J2ME) and others bolster Wireless Application Protocol (WAP) program or just 
SMS. Barnes and Corbitt (2003); Scornavacca and Barnes (2004) propose that current 
advancements in media communications have empowered the dispatch of new get to 
strategies for saving money administrations, one of these is portable managing an 
account; whereby a client collaborates with a bank by means of a cell phone, for 
example, a cell phone or individual computerized associate.   
Another expression was given by Vyas (2009) that Indian banks will target non web 
based banking clients who may need standard access to desktop web however are 
probably going to possess a cell phone, in this manner detailing incredible capability 
of Mobile managing an account in India. Karjaluoto (2002); Rugimbana (1995) found 
that there is endless market potential for mobile managing an account because of its 
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dependably on usefulness and the alternative to do saving money practically 
whenever and anyplace. Unnithan and Swatman (2001) concentrated the drivers for 
change in the advancement of the saving money segment, and the move towards 
electronic saving money including portable managing an account by concentrating on 
two economies, Australia and India and proposed solid development capability of new 
banking direct in India. Vyas (2009); Rao et al. (2003) propose banks should extend 
their reasoning about portable managing an account past web based saving money and 
ought to begin to view versatility as its own intense and convincing conveyance 
channel that can help them convey to end clients new esteem, for example, quick get 
to and extra control of individual funds. 
2.2.2 Ease of Use  
Depending on an administration is distinguished as a standout amongst the most 
critical variables inside each objective client section when choosing the utilization of 
a banking benefit conveyance channel. Some concurred that "utilizing cell phone in 
banking is dependable" (Mattila, 2002). To be one of the best worries in reception of 
portable saving money administrations people may stress over security issues amid 
versatile banking benefit exchanges, for example, information and yield systems 
(Laukkanen and Lauronen, 2005), loss of association hazard and individual execution 
botches (Kuisma et al., 2007). Thus, many individuals may choose not to utilize this 
administration and disregard the additional advantages of utilizing versatile saving 
money. Be that as it may, some past reviews have contended that, despite what might 
be expected, security issues were not significant snags for customers in embracing 
portable managing an account (Laukkanen and Lauronen, 2005).   
The record adjust administration is a standout amongst the most encouraging portable 
banking benefits, and is intended to help clients check their record adjust and most 
recent exchanges promptly at whatever time/anyplace (Laukkanen, 2007). It was 
likewise found that area free get to made comfort in asking for record parities. 
Moreover, openness and versatility are delegated measurements of comfort in the 
purchaser conduct writings. Thusly the spatial and worldly separation between need 
acknowledgment and need fulfillment can be viewed as imperative for doing saving 
money through cell phone (Mattila, 2002).   
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The capacity to permit purchasers to have more control over their budgetary 
circumstance is one fascination of portable banking administrations (Laukkanen and 
Lauronen, 2005), as the buyer likes to represent himself/herself when managing 
his/her own financial exchanges through the cell phone. Luakkanen (2005) found that 
the adaptability of having the capacity to utilize the administration wherever and at 
whatever point the clients need empowers prompt finish of managing an account 
errands (exchanging cash or paying a bill). This would spare time and be seen as 
advantageous and proficient. The bank gives a few administrations through versatile 
media, data based, transaction–based and individual administrations (Laudon, and 
Laudon, 2002). The SMS administration is the simplest approach to check account 
parities and most recent exchanges by means of cell phone (Laukkanen, 2007). 
Laukkanen et al (2007) found that speed of information transmission and the UI 
weakened the additional estimation of portable administrations. In this way, the 
qualities of the administration as saw by the client and gave by the managing an 
account foundation and specialist organization are critical elements affecting the use 
of portable banking. 
2.2.3 Cost  
Cost in m-banking can be taken a gander at as far as the price of the service and 
moderateness, progressing costs and in addition cost of the handset. This alludes to 
how much the client brings about to get to the service and to do the genuine 
transactions. As per Rosenberg (2010), client use of portable saving money is 
impacted by supreme costs as well as incidentally, aservice is valued. For instance, so 
as to energize trial of cash transactions, a few services offer free stores, which make 
branchless banking a moderate approach to spare. A portion of the banks mobile 
arrangements may furnish free services with the main charge being that of the 
telecoms specialist co-op. For example, while getting to the service a client was 
charged a little expense in type of broadcast appointment and perform account request 
and exchange subsidizes between records in a similar bank for nothing out of pocket. 
Subsequently, contingent upon how much cost the client acquires in playing out all 
the required transactions it might figure out if that client can bear the cost of it or 
whether he will pay that much for it, in this way influencing reception of the services   
Mobile saving money is a critical viewpoint since the exchange expenses of 
installments are significantly diminished when there is an electronically available 
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store of significant worth in most administrative services (Karjaluoto, 2012). The 
topic of who may hold the store adjust ends up being a pivotal issue influencing the 
advancement of these models (Salim, 2011). For example, services like storing, 
withdrawals, checking proclamations, adjust request and transactions inside and 
outside the nation requires confirmation, verification, lastly exchange (InfoDEV, 
2006). A cell phone based managing an account arrangement could cover no less than 
60% of those at present with financial balances. Such service would be utilized for 
putting away money safely and for profiting transactions – individuals presently 
convey money, utilize the mail station services, and make utilization of broadcast 
appointment transactions through a cell phone (Porteous, 2011).   
Various activities utilize cell phones to give money related services to the unbanked. 
These services take an assortment of frame including long-remove settlements, 
micropayments, and casual broadcast appointment bargaining plans and pass by 
different names, including mobile saving money, portable transactions, and portable 
installments. Taken together, they are no longer only pilots; in the Philippines, South 
Africa, Kenya, and somewhere else, these services are comprehensively accessible 
and progressively prevalent. Mobile banking is without a doubt compelling on cost 
and administers services to the unbanked in light of the fact that there is no 
requirement for branches physical foundation to help the clients. It is just a branchless 
bank display that has the capacities of taking care of restricted bank dealings through 
the cell phone (infoDEV, 2006).   
M-managing an account is a financially savvy approach to give saving money 
services to the unbanked in light of the fact that there is no compelling reason to set 
up physical branches to encourage clients it called as it is branchless banking'. It is 
branchless bank show incorporates improved capacity to do restricted banking 
transactions by means of cell phone (Porteous 2011). Banks ought to build up their m-
managing an account framework and enroll their clients electronically for m-saving 
money. It is noticed that, underlying expense for foundation of m-banking framework 
might be high yet negligible cost for augmentations of new clients in m-managing an 
account wills decays constantly until full usage of existing introduced limit. 
Availability for cell phone is not the piece of managing an account benefit it is 
obligation and some portion of business of media transmission office and cell 
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specialist co-ops. Thus, banks ought to just rent the media transmission lines gave by 
media transmission office to give access to the clients (Vaughan, 2007). 
2.2.4 Risk 
Different studies on consumer perceptions of risks were conducted in the context of 
online banking (Tan & Teo, 2000; Im, Kim & Han 2008; Wu & Wang, 2005), but the 
perceived risk variable has only been modelled as a single construct. When the 
perceived risk is modelled as single construct, it fails to reflect on the characteristics 
of the risk (Lee, 2009).   
A study conducted by Lee (2009) on risk in the context of Internet (online) banking 
adoption revealed that perceived risk was divided into five facets (performance risk, 
social risk, financial risk, time risk and security risk), which provided a more in-depth 
understanding of the characteristics of risks regarding Internet banking (Lee, 2009). 
Mobile banking may be considered an extension of Internet banking, but with its own 
unique characteristics given that a cell phone is used rather than a web browser on a 
personal computer (Brown, Cajee, Davies & Stroebel, 2003). Thus, a similar set of 
risk factors can be derived for mobile banking by using the five risk facets as used by 
Lee (2009) as a basis: performance risk, social risk, financial risk, time risk and 
security risk.  
Lee (2009), described the five risks for mobile banking as follows: Performance risk; 
which refers to losses incurred by deficiencies or malfunctions of mobile banking 
servers (Lee, 2009). According to Littler & Melanthiou (2006), a malfunction of a 
banking server would reduce customers‟ willingness to use banking services, and a 
similar notion applies in the context of mobile banking. The second risk is 
security/privacy risk which is defined as a potential loss due to fraud or a hacker 
compromising the security of a mobile banking user. In a similar study, Luarn and Lin 
(2005) used the construct „perceived credibility‟, which is defined as the extent to 
which a person believes that using mobile banking will have no security or privacy 
threats. The third risk described by Lee is time/convenience risk which refer to a loss 
of time and any inconvenience incurred due to the delays of receiving payments or the 
difficulty of navigation (finding appropriate services and relevant commands). The 
fourth was social risk referring to the possibility that using mobile banking may result 
in disapproval by one‟s friends/family/work group and finally financial risk: is 
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defined as the potential for monetary loss due to transaction errors or bank account 
misuse. Lee (2009) & Lee, Lee and Kim (2007) found that all five risks: security, 
financial, time, social and performance risks, emerged as negative factors in the 
intention to adopt online banking. However, social risk was found to have an 
insignificant effect on the intention to adopt online banking.  
A study by Im et al. (2008) also found out that when deploying a technology 
perceived by users to be high risk, managers need to emphasis „ease of use‟. When 
deploying a technology perceived to be low risk, managers need to focus on 
communicating the „usefulness‟ of the technology. Another study by Wu and Wang 
(2005) conducted on mobile commerce, where more than three-fifths (60%) of the 
respondents had online transaction experience, showed that perceived risks have 
positive influences on the behavioral intention to use the product. The study fails to 
clearly explain the reason for these results; it rather assumes that the respondents 
might have been aware of the existing risk of mobile commerce.    
Tan & Teo (2000) conducted a study on the adoption of Internet banking which 
revealed that perceived risk is a significant determinant. Brown et al. (2003) applied 
Tan and Teo's Internet banking adoption framework to the mobile banking context. 
Brown et al. (2003) found perceived risks to be significant factors affecting mobile 
banking adoption. However, in their studies, perceived risk was modelled as a single 
construct (Tan & Teo, 2000).  
2.3 Summary and research gaps 
Literature review has shown that very few research on this area has been conducted 
especially in developing countries. For example, there is much concentration on 
studies concerning consumer behavior patterns in Finland while in New Delhi, much 
of the studies carried out concentrates on the factors affecting adoption of mobile 
banking by the intended customers. More research on this study is needed so as to 
discover the factors that affect individuals to start using mobile banking in Kitengela, 
Kenya. Due to the minimal literature found on this study, most studies were 











2.4 Conceptual framework 
Figure 2.1: Conceptual framework 
Independent variables                                                     Dependent variable 
 
         Source: Author, 2018 
Conceptual framework involves forming an idea about the relationship between 
variables in the study and showing relationship graphically or diagrammatically 
(Mugenda & Mugenda, 2003). This framework illustrates the interaction between the 
independent variables and the dependent variable. It shows the relationship 
between usefulness,  ease of use, cost,  risk and adoption of M-banking. 
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2.5 Operationalization of Variables 
Table 2.1: Operationalization of Variables 
Variables  Indicators  Measurements 
Usefulness   Access to managing own account 
 Universality, comfort and intuitiveness 
 Assortment of installment situations 
 Quantity of channels accessible to customers 




Ease of use  Portability 
 Capacity to permit purchasers to have more 
control over their budgetary circumstances.  
 Capacity to utilize the administration 
wherever and at whatever point the clients 
need  





Cost  Free services 
 Reduced exchange expenses of installments 
 Reduced movement to bank branches 
 Low cost of setting up bank buildings. 
 
5 
Risk   Losses due deficiencies or malfunctions of 
servers,  
 Losses due to fraud or hackers compromising 
security 
 Loss of time due delays or difficulty in 
receiving payments 
 Monetary losses due to transaction errors or 











2.5 Chapter Summary  
This chapter analyzed the various works of past scholars regarding the topic and this 
was discussed with regard to the variables affecting the various objectives of the 







RESEARCH DESIGN AND METHODOLOGY 
3.0 Introduction 
This chapter outlines the methodology, which was used in carrying out the study. 
Aspects to be covered include the research design, population, sampling design, data 
collection methods and data analysis methods.  
3.1 Research Design 
The study used the descriptive research design to investigate the relationship between 
the dependent and independent variables. Kothari (2004) state that research design is 
the arrangement of conditions for collecting and analyzing data in a manner that is 
aimed to combine relevance to the research purpose with economy in procedure. 
Descriptive design was used to enable the study collect comprehensive data on the 
population under study and thus providing relevant and specific information. The 
design is suitable because the study deals with the relationship between the variables 
and development of generalization that have collective validity. 
3.2 Target Population 
The target population refers to a group of individuals, objects or items from which 
samples are taken for measurement (Mugenda and Mugenda, 2003). The target 
population consisted customers of Equity Bank, Kitengela Branch. 
3.3 Sample and sampling Design 
According to Gay (1996) a researcher selects a sample due to various limitations that 
may not allow researching for the whole population. In this research, the researcher 
selected 80 respondents to participate. Customers coming to transact at Equity Bank-
Kitengela branch were utilized as respondents in this study. Convenience sampling 
was therefore the method of sampling in this study. 
3.3.1 Instruments 
According to Mugenda (1999) research instruments are the means by which primary 
data is collected. The study involved the collection of data using both structured and 
semi structured questionnaires. A questionnaire is a research tool whereby the 
respondents give the responses to the questions asked through written mode. Closed 
ended questions which were accompanied by a list of all possible alternatives from 
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the respondents who were selected the answer that best describes their situation. 
Open ended questions were also used.  
3.4 Data collection Techniques 
Data was collected from the Equity bank - Kitengela branch. Customers after 
attaining research permit from the senior management of the bank. The researcher 
with the help of the customer care attendant administered questionnaires to the 
respondents as they came to seek their bank services.  The customer care attendant 
explained to the respondents the importance of the study and then administered the 
questionnaires to them. After the questionnaires were fully filled the customer care 
attendant picked them and handed over to the researcher for further processing. 
3.5 Pilot Study 
The researcher conducted a pre-testing of the instruments on 12 respondents sampled 
from Kenya Commercial Bank before the actual data collection exercise was done in 
a bid to ensure consistency and comprehensiveness. The pre-testing helped to detect 
weaknesses and ambiguities for purposes of being corrected. This was to specifically 
ensure that the questions were sound and in line with the study in question. 
3.6 Validity and Reliability 
Validity is defined as the accuracy and meaningfulness of inferences, which are based 
on the research results (Mugenda & Mugenda, 1999). In other words, validity is the 
degree to which results obtained from the analysis of the data actually represents the 
phenomena under study. Validity, according to Borg and Gall (1989) is the degree to 
which a test measures what it purports to measure. To ensure validity of the 
instrument the researcher shared the information in the questionnaires with the 
lecturers and colleague students to establish whether the questions were relevant. The 
ambiguous questions were discarded and harmonized to ensure that the questionnaire 
was valid.   
Reliability refers to the extent to which the instruments yield similar results under 
similar circumstances (Borg and Gall, 1989).  To test the reliability, the test items 
were split into two sub-sets; one with even number items and the other with odd 
numbered items. Scores of each sub-set were computed and correlated using the 
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Pearson‟s Product Moment correlation (r). This is because it is the most often used 
and the most precise coefficient of correlation (Beat and kahn 1998). 
3.7 Data analysis methods and presentation 
Data analysis involves the organization, summarization and interpretation of research 
data using qualitative statistical tools (Kasomo, 2006). Data collected was edited first 
to identify the items that were wrongly responded to and any blank spaces left 
unfilled, the information was categorized into topics. Responses received was 
thereafter coded and processed through Microsoft Excel. Data was analyzed using 
descriptive statistics. Descriptive statistics helps to summarize the overall tendencies 
in data, provide an understanding of how varied scores might be, and provide insight 
into where one score stands in comparison with others (Creswell, 2005). The data was 
represented in a tabular form, bar graphs and pie charts. 
3.8 Ethical Considerations 
The researcher sought ethical clearance. There was right of the individual to withdraw 
from the study without harm or loss of benefits. Participation was by consent from the 
subjects and Confidentiality was highly observed. Rights, safety and well-being of 
participants as the research was being conducted was enhanced. The Value of 
research or what the researcher was seeking to achieve was stated clearly and 
explained to the participants.  
3.9 Summary 
This section has outlined the methodology, which was used in carrying out the study. 
Aspects covered include the research design, population, sampling design, data 
collection methods and data analysis methods. The study used the descriptive research 
















DATA ANALYSIS, PRESENTATION AND INTERPRETATION 
4.0 Introduction 
This chapter represents the analysis of data collected from the field, presentation and 
interpretation of the research findings. The analysis is made up of quantitative and 
qualitative data analysis. The presentation of findings was done by use of tables, 
graphs and pie-charts. 
 
4.1 Presentation of findings as per research objectives 
4.1.1 Response rate 
Table 4.1: Response rate 
Questionnaires Frequency Percentage (%) 
Responded to 80 100 
Not responded to 0 0 
Total  80 100 
 Source: Author, 2018 
Figure 4.1: Response rate 
 
Source: Author, 2018 
Table 4.1 and figure 4.1 shows that 80 questionnaires were given out by the 
researcher to the respondents during the study. All the questionnaires given out were 
returned after being filled and were then analyzed by the researcher. Therefore, the 















4.1.2 Gender  
Table 4.2: Gender of the respondents 
Gender  Frequency Percentage (%) 
Male  49 61 
Female 31 39 
Total  80 100 
Source: Author, 2018 
 
Figure 4.2: Gender of the respondents 
 
Source: Author, 2018 
Table 4.2 and figure 4.2 show the gender of the respondents in the study. Of the 
respondents, 61% were male while 39% were female. This implies that Customers going 
to transact at Equity Bank-Kitengela branch are of both genders. 
4.1.3 Age  
Table 4.3: Age of the respondents 
Age  Frequency Percentage (%) 
Below 20years 1 2 
20- 30 years 10 12 
30-40years 26 32 
40-50 years 27 34 
50-60 years 14 18 
Above 60 years 1 2 
Total  80 100 













Figure 4.3: Age of the respondents 
 
Source: Author, 2018 
According to table 4.3 and figure 4.3, 2% of the respondents said that they were 
below 20 years, 12% were between 20 to 30 years, 32% were between 30 to 40 years, 
34% were between 40 to 50 years, 18% were between 50 to 60 years and 2% were 
above 60 years. This implies that Customers going to transact at Equity Bank-
Kitengela branch are of different ages. 
4.1.4 Level of education  
Table 4.4: Level of education 
Level of education Frequency Percentage (%) 
No formal education 2 2 
Primary level 6 8 
Secondary level 27 34 
College level 24 30 
University level 21 26 
Total  80 100 






























Age of Respondents 
27 
  
Figure 4.4: Level of education 
 
Source: Author, 2018 
According to table 4.4 and figure 4.4, 2% of the respondents had no formal education, 
8% had primary level of education, 34% of the respondents had secondary level of 
education, 30% had college level of education while 26% had university education. 
This shows that most of the customers of Equity bank, Kitengela branch were well 
educated with post primary level of education. 
4.1.5 Usefulness 
Table 4.5: Whether Usefulness influence the adoption of mobile banking 
Response  Frequency  Percentage (%) 
Yes  50 62 
No  26 33 
Not aware 4 5 
Total  80 100 
Source: Author, 2018 
 
Figure 4.5: Whether Usefulness influence the adoption of mobile banking 
 
Source: Author, 2018 
From table 4.5 and figure 4.5, 62% of the respondents were of the opinion that 
Usefulness influenced the adoption of mobile banking in Equity bank, Kitengela 



































This implies that Usefulness influences the adoption of mobile banking in Equity 
bank, Kitengela branch. 
4.1.6 Extent to which Usefulness influence the adoption 
Table 4.6 Extent to which Usefulness influence the adoption of mobile banking 
Response  Frequency  Percentage (%) 
High   41 51 
Medium  22 28 
Low  11 14    
Not at all 6 7 
Total  80 100 
Source: Author, 2018 
Figure 4.6: Extent to which Usefulness influence the adoption of mobile banking 
 
Source: Author, 2018 
According to table 4.6 and figure 4.6, 51% of the respondents said that Usefulness 
influenced the adoption of mobile banking in Equity bank, Kitengela branch to a high 
extent. Other 28% of the respondents said it influenced to a medium extent, 14% to a 
low extent while only 7% said said it did not influence at all. This shows that 
Usefulness influences the adoption of mobile banking in Equity bank, Kitengela 
branch to a high extent. 
4.1.7 Ease of Use 
Table 4.7: Whether Ease of use influence the adoption of mobile banking 
Response  Frequency  Percentage (%) 
Yes  38 48 
No  35 44 
Not aware 7 8 
Total  80 100 
Source: Author, 2018 


























Source: Author, 2018 
 
From table 4.7 and figure 4.7, 48% of the respondents were of the opinion that Ease 
of use influenced the adoption of mobile banking in Equity bank, Kitengela branch. 
Of the respondents, 44% were of contrary opinion while 5% were not aware. This 
implies that ease of use influences the adoption of mobile banking in Equity bank, 
Kitengela branch. 
4.1.8: Extent to which Ease of use influence the adoption 
Table 4.8: Extent to which Ease of use influence the adoption of mobile banking 
Response  Frequency  Percentage (%) 
High   31 39 
Medium  42 53 
Low  5 6 
Not at all 2 2 
Total  80 100 
Source: Author, 2018 
 
Figure 4.8: Extent to which Ease of use influence the adoption of mobile banking 
 
































According to table 4.8 and figure 4.8, 39% of the respondents said that Ease of use 
influenced the adoption of mobile banking in Equity bank, Kitengela branch to a high 
extent. Majority 53% of the respondents said it influenced to a medium extent, 6% to 
a low extent while only 2% said it did not influence at all. This shows that ease of use 




4.1.9 Cost  
Table 4.9: Whether Cost influence the adoption of mobile banking 
Response  Frequency  Percentage (%) 
Yes  56 70 
No  22 28 
Not aware 2 2 
Total  80 100 
Source: Author, 2018 
 
Figure 4.9: Whether Cost influence the adoption of mobile banking 
 
Source: Author, 2018 
According to table 4.9 and figure 4.9, majority 70% of the respondents were of the 
opinion that cost influenced the adoption of mobile banking in Equity bank, Kitengela 
branch. Of the respondents, 28% were of contrary opinion while 2% were not aware. 
This implies that cost influences the adoption of mobile banking in Equity bank, 
Kitengela branch. 
4.1.10 Extent to which Cost influence the adoption 
Table 4.10 Extent to which Cost influence the adoption of mobile banking 
Yes, 70 
No, 28 
Not aware, 2 
31 
  
Response  Frequency  Percentage (%) 
High   59 74 
Medium  18 22 
Low  3 4 
Not at all 0 0 
Total  80 100 






Figure 4.10 Extent to which Cost influence the adoption of mobile banking 
 
Source: Author, 2018 
From table 4.10 and figure 4.10, majority 74% of the respondents said that cost 
influenced the adoption of mobile banking in Equity bank, Kitengela branch to a high 
extent. Of the respondents, 22% said that it influenced to a medium extent, 4% to a 
low extent. None of the respondents said that it did not influence at all. This shows 
that cost influences the adoption of mobile banking in Equity bank, Kitengela branch 
to a high extent. 
4.1.11: Risk 
Table 4.11: Whether Risk influence the adoption of mobile banking 
Response  Frequency  Percentage (%) 
Yes  65 81 
No  15 19 
Not aware 0 0 
Total  80 100 
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Figure 4.11: Whether Risk influence the adoption of mobile banking 
 
Source: Author, 2018 
According to table 4.11 and figure 4.11, majority 81% of the respondents were of the 
opinion that risk influenced the adoption of mobile banking in Equity bank, Kitengela 
branch while 19% of the respondents were of contrary opinion. This implies that risk 
influences the adoption of mobile banking in Equity bank, Kitengela branch. 
4.1.12 Extent to which Risk influence the adoption 
Table 4.12: Extent to which Risk influence the adoption of mobile banking 
Response  Frequency  Percentage (%) 
High   60 75 
Medium 16 20 
Low  3 3 
Not at all 1 2 
Total  80 100 
Source: Author, 2018 
 
Figure 4.12: Extent to which Risk influence the adoption of mobile banking 
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No , 19 










High , 75 
Medium, 20 
Low, 3 Not at all, 2 
33 
  
From table 4.12 and figure 4.12, majority 75% of the respondents said that risk 
influenced the adoption of mobile banking in Equity bank, Kitengela branch to a high 
extent. Of the respondents, 20% said that it influenced to a medium extent, 3% to a 
low extent while 2% said that it did not influence at all. This shows that risk 
influences the adoption of mobile banking in Equity bank, Kitengela branch to a high 
extent. 
4.2 Limitations of the study 
 
The study was conducted in Equity Ban-Kitengela Branch thus the findings of this 
study may not be generalized to reflect the practices of other banks. 
Since data for this study was collected through questionnaires, the sincerity of the 
respondents in expressing their opinions in the questionnaire may be questionable. 
The researcher assumed that all the answers to the items in the questionnaire reflected 
their true feelings and views. 
The statements in the questionnaire may not have been fully comprehended by the 
respondents. This may have led to inaccurate responses and thus findings. However, 
the researcher was explaining to the respondents so as to understand the questions 
clearly. 
4.3 Summary  
 
4.3.1 How Usefulness influence the adoption of mobile banking 
According to the findings of the study, Usefulness influences the adoption of mobile 
banking in Equity bank in that it Permits simple access to managing own account, it is 
good for its universality, comfort and intuitiveness, it can be utilized as a part of an 
assortment of installment situations, can increase the quantity of channels accessible 
to customers and also Provides prompt services 
4.3.2 How Ease of use influence the adoption of mobile banking 
The study found out that Ease of use influences the adoption of mobile banking in 
Equity bank since It is easily portable also provides the Capacity to permit purchasers 
to have more control over their budgetary circumstances. Mobiles banking also 
provides the Capacity to utilize the administration wherever and at whatever point the 
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clients need as well as the sms administration provides simple approach to check 
account parities. 
4.3.3 How Cost influence the adoption of mobile banking 
The study established that Cost influences the adoption of mobile banking in Equity 
bank in a number of ways. some services are offered free of charge for example 
checking account balances, the exchange expenses of installments are significantly 
reduced, there is reduced movement to bank branches hence reduced movement cost. 
There is also no cost of setting up bank buildings. 
4.3.4 How Risk influence the adoption of mobile banking 
According to the study, risk influences the adoption of mobile banking in Equity bank 
in that Losses incurred by deficiencies or malfunctions of mobile banking servers, 
Losses occur due to fraud or hackers compromising the security of mobile banking, 
Loss of time and other inconvenience incurred due to the delays or difficulty in 







SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS 
5.0 Introduction 
This chapter covers summary of the main findings from the analyzed data. Conclusion 
and recommendations on the factors influencing the adoption of mobile banking in 
Equity bank, kitengela branch are also made. Suggestion for further research is also 
outlined. 
5.1 Summary of Findings according to research questions 
5.1.1 General information concerning the respondents 
According to the study, Customers going to transact at Equity Bank-Kitengela branch 
are of both genders. This was shown by 61% of the respondents who were male while 
39% were female. Majority of the customers were between above 30 years of age. This 
was shown by 32% who were between 30 to 40 years, 34% between 40 to 50 years, 
18% were between 50 to 60 years and 2% were above 60 years. The findings show 
that most of the customers of Equity bank, Kitengela branch were well educated with 
post primary level of education. This was shown by 34% of the respondents who had 
secondary level of education, 30% had college level of education while 26% had 
university education. 
5.1.2 How Usefulness influence the adoption of mobile banking 
The study findings indicate that Usefulness influences the adoption of mobile banking 
in Equity bank, Kitengela branch. This was shown by 62% of the respondents who 
were of that opinion while only 33% were of contrary opinion. Most of the 
respondents (51%) said that Usefulness influenced the adoption of mobile banking in 
Equity bank, Kitengela branch to a high extent. According to the findings of the 
study, Usefulness influences the adoption of mobile banking in Equity bank in that it 
Permits simple access to managing own account, it is good for its universality, 
comfort and intuitiveness, it can be utilized as a part of an assortment of installment 
situations, can increase the quantity of channels accessible to customers and also 
Provides prompt services. 
5.1.3 How Ease of use influence the adoption of mobile banking 
The findings of the study indicate that ease of use influences the adoption of mobile 
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banking in Equity bank, Kitengela branch. This was shown by 48% of the respondents 
who were of the same opinion. Majority 53% of the respondents said that ease of use 
influences the adoption of mobile banking to a medium extent. The study found out 
that it influenced the adoption since it is easily portable, provides the Capacity to 
permit purchasers to have more control over their budgetary circumstances, provides 
the Capacity to utilize the administration wherever and at whatever point the clients 
need as well as the sms administration provides simple approach to check account 
parities. 
5.1.4 How Cost influence the adoption of mobile banking 
According to the study, cost influences the adoption of mobile banking in Equity 
bank, Kitengela branch. This was indicated by majority (70%) of the respondents who 
were of the same opinion. Majority (74%) of the respondents said that cost influenced 
the adoption of mobile banking in Equity bank, Kitengela branch to a high extent. The 
study established that Cost influences the adoption of mobile banking in Equity bank 
in a number of ways. Some services are offered free of charge for example checking 
account balances, the exchange expenses of installments are significantly reduced, 
there is reduced movement to bank branches hence reduced movement cost. There is 
also no cost of setting up bank buildings. 
5.1.5 How Risk influence the adoption of mobile banking 
The study established that risk influences the adoption of mobile banking in Equity 
bank, Kitengela branch. This was indicated by majority (81%) of the respondents. 
Risk influences the adoption of mobile banking in Equity bank, Kitengela branch to a 
high extent as shown by majority (75%) of the respondents. According to the study, 
risk influences the adoption of mobile banking in Equity bank in that Losses incurred 
by deficiencies or malfunctions of mobile banking servers, Losses occur due to fraud 
or hackers compromising the security of mobile banking, Loss of time and other 
inconvenience incurred due to the delays or difficulty in receiving payments and 
Monetary losses occur due to transaction errors or bank account misuse. 
5.2 Recommendations 
The study recommended the following: 
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There is need for financial institutions to provide lasting solutions for the perceived 
risks towards mobile banking. 
The government in collaboration with financial institutions to come up with policies 
on the use of mobile banking in Kenyan banks 
5.3 Suggestions for further study 
This study creates room for investigation on the challenges facing mobile banking in 
Equity bank, Kenya 
5.4 Conclusion 
The study concludes that; Usefulness influences the adoption of mobile banking in 
Equity bank in that it Permits simple access to managing own account, it is good for 
its universality, comfort and intuitiveness, it can be utilized as a part of an assortment 
of installment situations, can increase the quantity of channels accessible to customers 
and also Provides prompt services. 
Ease of use influences the adoption of mobile banking in Equity bank, Kitengela 
branch since it is easily portable, provides the Capacity to permit purchasers to have 
more control over their budgetary circumstances, provides the Capacity to utilize the 
administration wherever and at whatever point the clients need as well as the sms 
administration provides simple approach to check account parities. 
Cost influences the adoption of mobile banking in Equity bank in a number of ways. 
Some services are offered free of charge for example checking account balances, the 
exchange expenses of installments are significantly reduced, there is reduced 
movement to bank branches hence reduced movement cost. There is also no cost of 
setting up bank buildings. 
Risk influences the adoption of mobile banking in Equity bank in that Losses incurred 
by deficiencies or malfunctions of mobile banking servers, Losses occur due to fraud 
or hackers compromising the security of mobile banking, Loss of time and other 
inconvenience incurred due to the delays or difficulty in receiving payments and 









Alawadhi, A and Morris,A (2008). “The use of the UTAUT model in the adoption of  
                  egovernment services in Kuwait”. Proceedings of the 41st Hawaii  
                  International Conference on System Sciences, Hawaii, 2008. 
Aker, J. C. and Mbiti, I. M. (2010). Mobile Phones and Economic Development 
in Africa, Center for Global Development Working Paper No. 211. 
Retrieved on 05/30/12 from: http://dx.doi.org/10.2139/ssrn.1693963. 
Anyasi, F. I. and Otubu, P. A. (2009). Mobile Phone Technology in Banking 
System: It‟s Economic Effect, Research Journal of Information 
Technology, Vol. 1 (1) 
Ayo, C. K., Adewoye, J. O. and Oni, A.A. (2010). The State of E-banking 
Implementation in Nigeria: A Post-Consolidation Review, Journal of 
Emerging Trends in Economics and Management Sciences, Vol. 1 (1), pp. 
37-45. 
Bhavnani, A., Chiu, R., Janakiram, S. and Silarszky, P. (2008). The Role of 
Mobile Phones in Sustainable Rural Poverty Reduction, Retrieved on 
05/30/12  
Carlsson,C, Carlsson,J., Hyvönen,K., Puhakainen,J and Walden. (2006). “Adoption 
of Mobile Devices/Services – Searching for Answers with the UTAUT”. 
Proceedings of the 39th Hawaii International Conference on System 
Sciences. 
Central Bank of Kenya. (2011). Bank Supervision: Annual Report 2011. Retrieved 
on 14/09/12 from: www.centralbank.go.ke. 
Cheah, C. M., Teo, A. C., Sim, J. J., Oon, K. H. and Tan, B. I. (2011). 
Factors Affecting Malaysian Mobile Banking Adoption: An Empirical 
Analysis, International Journal of Network and Mobile Technologies, Vol. 
2, Issue 3 
Cheng,D,Liu,G.,Song,Y-F and Qian,C. “(2008) Adoption of Internet Banking: An 
Integrated Model”. Proceeds of the 4th International Conference on 
Wireless Communications, Networking and Mobile Computing,12-14 Oct. 
2008,Dalian. 
Communications Commission of Kenya. (2012). Quarterly Sector Statistics Report, 
2
nd 
Quarter, October-December 2011/2012. 
40 
  
Davis, F. D. (1989). Perceived Usefulness, Perceived Ease of Use, and User 
Acceptance of Information Technology, MIS Quarterly, Vol.13, No. 3, pp. 
319-340. 
Donner, J. (2007). M-Banking and M-Payment Services in the Developing World: 
Complements or Substitutes for Trust and Social Capital? Working 
Paper 
Donner, J. and Tellez, C. A. (2008). Mobile Banking and Economic 
Development: Linking Adoption, Impact and Use, Asian Journal of 
Communication, Vol. 18 (4) 
Fang,W.C., Li,M.W and Liu,C.W (2008).  Measurement of the Knowledge-Sharing 
Efficacy of Web2.0 Site Constructed on the Basis of Knowledge-based 
Systems by Applying the Model of UTAUT: Evidence of the early 
adopters”. Proceeds of the 3rd Intetnational Conference on Innovative 
Computing Information and Control (ICICIC'08). 
Financial Sector Deepening Kenya. (2008). Supporting the Development of 
Inclusive Financial Markets in Kenya: Annual Report 2008. 
Financial Sector Deepening Kenya. (2009). Supporting the Development of 
Inclusive Financial Markets in Kenya: Annual Report 2009. 
Financial Sector Deepening Kenya. (2010). Supporting the Development of 
Inclusive Financial Markets in Kenya: Annual Report 2010. 
https://laverne.libguides.com/literatures. April 2018 
Israel, G. D. (1992). Determining Sample Size, Florida Cooperative Extension 
Service, University of Florida, Fact Sheet PEOD-6. Retrieved on 
14/09/12 
Ivatury, G. and Mas, I. (2008). The early Experience with Branchless Banking, 
CGAP Focus Note, No. 46. 
Johnson, S., Brown, G. K. and Fouillet, C. (2012). The Search for Inclusion in 
Kenya‟s Financial Landscape: The Rift Revealed, A Report Commissioned 
by FSD Kenya, March. 
Kibithe, T. W. (2012). Influence of Service Quality Differentiation Strategy on 
Customer Loyalty in Commercial Banks within Nakuru Municipality, 
(Unpublished MBA Project), of Egerton University, Kenya. 
Kimenyi, S. M. and Ndung‟u, S. N. (2009). Expanding the Financial Services 
41 
  
Frontier: Lessons from Mobile Phone Banking in Kenya,  
Kothari, C. R. (2004). Research Methodology: Methods and Techniques, Revised 2nd 
Ed. New Age International (P) Ltd. 
Lee, M. (2009). Factors Influencing the Adoption of Internet Banking: An Integration 
of TAM and TPB with Perceived Risk and Perceived Benefit, Electronic 
Commerce Research and Applications, 8 (3), pp. 130-141. 
Lin, H. (2011). An Empirical Investigation of Mobile Banking Adoption: The Effect 
of Innovation Attributes and Knowledge-based Trust, International Journal of 
Information Management, Vol. 31, pp. 252-260. 
Mari, S. (2003). Adoption of Mobile Banking in Finland. Retrieved on 05/30/12 
from: https://jyx.jyu.fi/dspace/handle/123456789/13203. 
Mari, S. and Minna, M. (2004). Mobile Banking and Consumer Behavior: New 
Insights into the Diffusion Pattern, Journal of Financial Services Marketing. 
Mas, I. and Radcliffe, D. (2011). Mobile Payments go Viral: M-Pesa in Kenya, The 
Capco Institute of Financial Transformation, No. 32, pp. 169-182. 
Masinge, K. (2010). Factors Influencing the Adoption of Mobile Banking Services at 
the Bottom of the Pyramid in South Africa, A Research Report submitted to 
the Gordon Institute of Business Science, University of Pretoria, South 
Africa. 
Maldonado,U.P.T., Khan,G.F., Moon,J And Rho,J.J. (2009). “E-learning motivation, 
Students‟ Acceptance/Use of Educational Portal in Developing Countries”. 
Proceeds of the 4th International Conference on Computer Sciences and 
Convergence Information Technology. 
Oshlyansky,L.,Cairns,P. and Thimbleby,H (2007). “Validating the Unified Theory 
of Acceptance and Use of Technology (UTAUT) Tool Cross-Culturally”. 
Proceedings of the 21st BCS HCI Group Conference.3-7 September 2007, 
Lancaster University, UK. 
Šumak,B,  Polančič,G, and Heričko,M. (2010) “An Empirical Study Of Virtual 
Learning Environment Adoption Using UTAUT”. In Proceedings of 2010 
Second International Conference on Mobile, Hybrid, and On-Line Learning. 
Venkatesh,V, Morris, M. G, Davis, G. B. And Davis,F. D (2003) “User acceptance 








My name is Martha Jane Wanjiku Gitimu. I am an undergraduate student at 
Management University of Africa undertaking a Bachelor of Management and 
Leadership degree in Purchasing and Supply.  
I am carrying out my final project examining the factors influencing the adoption of 
mobile banking in Kenya with a special focus to Equity bank, Kitengela branch. I am 
requesting you to participate in this research study by completing the attached 
questionnaires. 
The following questionnaire will require approximately 25 minutes to complete. 
There is no compensation for responding nor is there any known risk. In order to 
ensure that all information will remain confidential, please do not include your name. 
Participation is strictly voluntary and you may refuse to participate at any time. 
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The purpose of this questionnaire is to collect data on the factors influencing the 
adoption of mobile banking in Kenya with a special focus to Equity bank, Kitengela 
branch. Kindly take your time and give your response in the spaces provided. 
SECTION A: GENERAL INFORMATION 
1. Gender  
a) Male      [  ] 
b) Female     [  ] 
1. Age  
a) Below 20years    [  ] 
b) 20- 30 years     [  ] 
c) 30-40years     [  ] 
d) 40-50 years     [  ] 
e) 50-60 years     [  ] 
f) Above 60 years    [  ] 
2. What is the highest level of your education? 
a) No formal education   [  ] 
b) Primary level    [  ] 
c) Secondary level   [  ] 
d) College level    [  ] 
e) University level   [  ] 
SECTION B: USEFULNESS 
3. Does Usefulness influence the adoption of mobile banking in Equity bank, 
Kitengela branch? 
a) Yes      [  ] 
b) No      [  ] 
c) Not sure    [  ] 
4. To what extent does Usefulness influence the adoption of mobile banking in 
Equity bank, Kitengela branch? 
a) High     [  ] 
b) Medium    [  ] 
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c) Low     [  ] 
d) Not at all    [  ] 






SECTION C: EASE OF USE 
6. Does Ease of use influence the adoption of mobile banking in Equity bank, 
Kitengela branch? 
a) Yes      [  ] 
b) No      [  ] 
c) Not sure    [  ] 
7. To what extent does Ease of use influence the adoption of mobile banking in 
Equity bank, Kitengela branch? 
a) High     [  ] 
b) Medium    [  ] 
c) Low     [  ] 
d) Not at all    [  ] 






SECTION D: COST  
9. Does Cost influence the adoption of mobile banking in Equity bank, Kitengela 
branch? 
a) Yes      [  ] 
b) No      [  ] 




10. To what extent does Cost influence the adoption of mobile banking in Equity 
bank, Kitengela branch? 
a) High     [  ] 
b) Medium    [  ] 
c) Low     [  ] 
d) Not at all    [  ] 






SECTION E: RISK 
12. Does Risk influence the adoption of mobile banking in Equity bank, Kitengela 
branch? 
a) Yes      [  ] 
b) No      [  ] 
c) Not sure    [  ] 
13. To what extent does Risk influence the adoption of mobile banking in Equity 
bank, Kitengela branch? 
a) High     [  ] 
b) Medium    [  ] 
c) Low     [  ] 
d) Not at all    [  ] 
14. How does Risk influence the adoption of mobile banking in Equity bank, 
Kitengela branch? 
a) _______________________________________________________________ 
b) _______________________________________________________________ 
c) _______________________________________________________________ 
d) ___________________________________________________________
 
